ABSTRACT

Competition in business area which more competitive provides
opportunities for consumers to be more flexible for choosing products that are
needed or wanted. It does provoke a phenomenon that is increasing and variance
of products offered by the company, it’s cause consumers are vulnerable to do
brand switching. Because of that, companies need to know how to retain existing
customers not to move to the competitor brand. One of the way is to create value
(perceived value).

The purpose of this study is to analyze the effect of celebrity endorser and
word of mouth to perceived value, the effect of perceived value to brand
switching, and the effect of celebrity endorser to brand switching. This study is
conducted to consumers who have taken certain cosmetics and move to Wardah,
where the respondents are the students of the Faculty of Economics and Business,
University of Diponegoro in the academic year of 2011-2014. The samples in this
study were 135 respondents. The method of data collected through questionnaires.
The sampling method in this study is a non-probability sampling with purposive
sampling technique. This study uses analytical techniques of Structural Equation
Model (SEM), which is estimated by AMOS 21.0.

The Result show that the celebrity endorser has a positive and significant
effect on perceived value, word of mouth has a positive and significant effect on
perceived value, perceived value has a positive and significant effect on brand
switching, but celebrity endorser does not significantly effect on brand switching.
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